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wholesale, but also opens retail shops either to act as a
check on retail trade or to regulate its market according
to the variations in public taste, as is done, for example,
by the co-operative bacon factories in Denmark.
To-day it is an opinion universally held that co-
operative marketing should not be carried into retail
trade. On this subject Breullmann gives us an account of
American experience. "Money is lost because the cost
of agencies or salesmen on large consumers' markets is
very high, the specialised or seasonal character of the
greater number of co-operative societies makes it impos-
sible effectively to utilise these last organisations. Special-
isation is one of the strong points of co-operation, but
only when it is found before the point of junction between
the business of assembling and of distribution." This
author also cites a similar opinion of Professor Weld.
Ill
Thus, the two extreme attempts which have been
made to solve this question have not been crowned with
success. In comparison with them, the third type of
direct link appears to be fairly easy to realise. Both
consumers' co-operative societies and those organised
for marketing have proved capable of giving excellent
results in certain stages in the circulation of goods, and
beyond all doubt they can sustain competition with
private trade. Consequently each should undertake to
carry goods as far as its own frontier, and there abandon
to the oifegr organisation all responsibility for the further
conduct of the business. Although this idea has been
gaining ground for a decade and has become one of the
principal problems of co-operative life, attempts towards
its realisation have a protracted history even in the in-
ternational sphere. It was first raised at the International
Congress of 1896, and there has scarcely been a Congress
of the Alliance which was not occupied with the question*
It only remained in abeyance during the ten years follow-
ing the Congress in Budapest, at which strong disagree-